Purpose-The purpose of this conceptual paper is to attempt to demonstrate the impact of marital roles and family structure on consumer decision-making style within an Islamic culture. Design/methodology/approach-This paper wants to understand how husbands/wives with Eastern norms and Islamic culture use different decision-making style. Reviews of literature in consumer decision-making and family structure served for the development of the conceptual arguments. This article utilizes the library and secondary data from World Bank Group (2006) and Statistical Center of Iran (2007) for analysis. Findings-Family structure (that is male-dominate, wife-dominate, joint decision-making or egalitarianism style) and also Islamic norms and Iranian culture have profound impact on decision-making style on Iranian families. Research limitations/implications-Since the paper presents only the conceptual framework and secondary data, it does not include empirical research that could be carried out to validate the arguments presented in this paper. Children have incredible influence on family decision-making styles. But this paper does not address these effects. Practical Implication-It is believed that male and female consumers in Iran may also have certain distinctive characteristics in terms of their decision orientation towards shopping and buying that could be of equal interest to both researchers and marketing practitioners. Originality/Value-Current Islamic research is limited to Halal and Islamic finance, and little investigation has been done on Muslims' consumer behavior. So this conceptual paper reveals that family structure can influence on a wife or husband`s decision-making style.
demographic segmentation is the possible correlation between demographic characteristics and specialized consumer activities such as shopping and buying. Products such as clothing and personal care are designed, targeted and promoted with either men or women in mind. Another reason for the popularity of demographic segmentation is that demographics are usually well defined, and above all, are amongst the easiest to measure (Pol, 1991) . Several demographic variables may be used to segment consumer markets. Among those commonly used by marketers are income, age, gender, ethnicity, marital status and household size. Among these variables, gender has been and continues to be one of the most popular forms of market segmentation for a significant proportion of products and services. Researchers found that family is the most influential unit in consumer behavior. Family members have a growing effect on each other's in decision-making. Based on demographic segmentation within the family, a husband and wife have different needs, wants, motivation and behaviors. This paper is related to the differences between husbands and wives in the area of consumer decision-making style. In order to broaden understanding of role differentiation in family economic decisions, this article also addresses two related questions: 1. Do marital roles in consumer decision-making differ by family member (wife/husband)? 2. Do husbands' and wives' decision-making roles differ in Islamic countries? Answers to these questions will be useful to a large number of researchers sharing an interest in consumer behavior in Islamic countries. Marketing researchers continue to explore alternative bases for segmenting markets. Information about the roles played by husbands and wives can be useful for marketing researchers to use in addition to sex roles as a basis for market segmentation.
Muslim Consumers in Iran
Muslims constitute 20% of the world population and actively participate in the global economy as investors, suppliers, manufacturers, bankers, and traders. Muslim consumers represent one of the fastest growing consumer segments. However, despite its increasing significance, the intersection between Islam and marketing theory and practice remains largely understudied and poorly understood. This paper aims to provide relevant theoretical background and to present the results of the latest empirical research in the domain of consumer decision-making styles. This study represents an initial step in analyzing the effect of marital roles on consumer decision-making styles as it may be perceived by the customers of Islamic Republic of Iran. Worldwide, social changes have caused significant shifts in countries. For example, during one decade in Iran, some changes have occurred that you can see in the Table 1 . Fischer and Arnold (1994) noted that social changes, such as the increasing numbers of women in paid work force, may eventually reduce or eliminate some of these sex differences in shopping behavior. Women in Iran have rapidly come to represent one of the most lucrative market segments and this population shows a positive indication in recent decades. In 1991, 6.7 million members of the Iranian population were below the age of 14 years, while another 3.5 million were in the age group 15-24 years. It has been estimated that the population in the age group 15-24 years has increased, from 3.97 million in 1995 to 4.45 million in the year 2000 and to 17.7 million in 2006. Yet, as the standard of living among Iranians has improved significantly, further stimulated by changing lifestyles, women today are granted greater freedom to make their own shopping and consumption decisions. As a result, female buying power has increased rapidly as more women enter the marketplace. This is not surprising when considering that shopping has become one of the important activities in spousal Iranians. Hence, with an expanding young spousal population and the strong marketing impact that they have created, marketers and consumer researchers have become increasingly interested in exploring spouses' the shopping approaches and decision-making. The World Bank Group (2006) identified Iran as the country with the world's second-largest population after Egypt. Nearly three-quarters of Iran's population is under the age of 30. According to the Iranian national statistics website, of the 70 million Iranian citizens, 50.9% are male and 49.1% are female. Of this total, 71 % live in urban areas and 29 %reside in rural regions. Most of the country's population is young, with increasing hopes and expectations for a better future. About 62 % (43, 786, 731) of the total population (70, 495, 782) is under the age of 30, with 40 % between 10 and 25 years of age. These data are shown in the Table 2. Given that Iran is one of the world's largest Muslim consumer markets and is considered by many to be a world economic champion, there are some questions for marketers and advertisers, for instance, who within the Iranian family influences the family's purchase decision-making process and who within the Iranian family makes the final purchase decision? Such questions are fundamental to a more thorough and complete understanding of family purchase decision-making within the Iranian family.
Family Structure
Given that the number of family household units is significantly greater than the number of single households, research in the area of family decision-making is important in advancing our knowledge of consumer behavior (Qualls, 1987) . The literature on marital roles in family consumption behavior reveals an interesting trend away from highly simplified notions of role differentiation in decision-making (Davis & Rigaux, 1974) .
Research in the area of household decision behavior has primarily focused upon three critical issues: (1) which family member makes the decision, (2) out-comes of household decision behavior, and (3) factors that determine which family member makes the decision (Qualls, 1987) . As a whole, results of the research on household decision behavior suggest that changes are taking place in the attitudes and behavioral orientation of men and women in today's household. These changes, which have altered the composition and decision role structure of the traditional household unit, have been attributed to various causes, including changing cultural norms, increases in the number of working wives, delayed first marriages, and shifting societal standards (Qualls, 1987) . The commonly accepted role structure of family purchase decision-making is (1) husband-dominated decisions, (2) wife-dominated decisions, (3) autonomic decisions (in which either the husband or wife is the primary or sole decision maker, but not both), and (4) syncratic or joint decisions (in which both are influential) (Xia et al., 2006) . The process of joint decision-making by husbands and wives is of considerable interest both to sociologists and psychologists and to marketing and advertising strategists. Psychologists and sociologists are concerned with the roles played by husbands and wives in joint decision-making and the dependence of these roles on various psychological and socioeconomic factors (Radner, 1962; Strodtbeck, 1951) . Marketing and advertising researchers are concerned with determining which spouse has the dominant influence in various types of decisions so that marketing and advertising strategy can be oriented accordingly (Davis, 1971) . Blood and Wolfe (1960) have contended that the degree of influence attributed to either the husband or wife in a family decision is a function of the level of traditional values existing in the family. For example, if the family is more oriented toward traditional marital-role values, the husband will be expected to make the majority of decisions and the wife's role will usually be limited to domestically oriented tasks (Qualls, 1987) . While it would be prudent to realize that some products will tend to be gender dominant (e.g. wife's clothes), typically a higher level of egalitarianism would be seen to predict more joint decisions, more wife-dominated decisions and fewer husband-dominated decisions (Ford et al., 1995; LaTour et al., 1993; Rodman, 1972) . One important social factor that has consistently been shown to be important is the role of egalitarianism in family purchase decision-making (Green et al., 1983) . Egalitarianism is defined as a value system emphasizing equality in marital relations (Bott, 1957 ). Conversely, a higher level of egalitarianism would predict more joint decisions, more wife-dominated decisions, and fewer husband-dominated, decisions (LaTour et al., 1993) . Various mediating variables that may influence family decision-making have been examined by a number of researchers. For example, Hallenbeck (1966) looked at the relative influence of referent power in the marriage and its possible link to decision-making. Hill (1988) has examined the impact of stage of the family life cycle. Rogler and Procidano (1986) have explored the role of social networks. The work of Qualls and Jaffe (1992) delved into the role of possible conflict between spouses and the resulting impact on family decision-making. The works of Green et al. (1983) have pointed out the importance of examining the role of egalitarianism in family purchase decision-making.
Consumer Decision-making Styles
Decision-making is more complex and even more important for consumers today than in the past. Consumers are besieged by advertising, news articles, and direct mailings that provide an abundance of information, much of it with mixed messages. In addition, increases in the number and variety of goods, stores, and shopping malls, and the availability of multi-component products and electronic purchasing capabilities have broadened the sphere for consumer choice and have complicated decision-making (Hafstrom et al., 1992) . Identifying basic characteristics of decision-making style is central to consumer-interest studies. This identification helps to profile an individual`s consumer style, educate consumers about their specific decision-making characteristics, and counsel families on financial management (Sproles & Kendall, 1986) . Sproles (1985) and Sproles and Kendall (1986) have been instrumental in developing and testing a Consumer Style Inventory (CSI), that could point a new direction in decision-making research. Consumer decision-making style can be defined "as a mental orientation characterizing a consumer's approach to making choices" (Sproles & Kendall, 1986, p. 267) . Sproles and Kendall (1986) view this construct as "basic consumer personality", analogous to the concept of personality in psychology. Research on this construct can be categorized into three main approaches: the consumer typology approach (Darden & Ashton, 1974; Moschis 1976) ; the psychographics /lifestyle approach (Lastovicka, 1982) ; and the consumer characteristics approach (Sproles, 1985; Sproles & Kendall, 1986; Sproles & Sproles, 1990) . The unifying theme among these three approaches is the tenet that all consumers engage in shopping with certain fundamental decision-making modes or styles including rational shopping, consciousness regarding brand, price and quality among others. Among these three approaches, however, the consumer characteristics approach seems to be the most powerful and explanatory since it focuses on the mental orientation of consumers in making decisions. As such, this approach deals with cognitive and affective orientations of consumers in their process of decision-making. It assumes that decision-making styles can be determined by identifying general orientations towards shopping and buying. This knowledge is also useful in terms of identifying segments or clusters of consumers sharing similar orientations to shopping (Lysonski et al., 1996) . Sproles proposes that consumers adopt a "shopping personality" that is relatively enduring and predictable in much the same way as psychologists view personality in its broadest sense (Sproles, 1985) . Sproles and Kendall (1986) have refined this inventory and accordingly developed a more parsimonious scale consisting of 40 items. Their Consumer Style Inventory (CSI) consists of eight mental consumer style characteristics: 1) Perfectionistic, high-quality conscious consumer -a characteristic measuring the degree to which a consumer searches carefully and systematically for the best quality in products. They are searching for high quality, not good 2) Brand conscious, "price equals quality" consumer -measuring a consumer's orientation to buying the more expensive, well-known brands. They have positive attitudes toward department and specialty stores, where brand names and higher prices prevail. They also appear to prefer best-selling, advertised brands 3) Novelty-fashion conscious consumer -a characteristic identifying consumers who appear to like new and innovative products and gain excitement from seeking out new things 4) Recreational, hedonistic consumer -a characteristic measuring the degree to which a consumer finds shopping a pleasant activity and shops just for the fun of it 5) Price conscious, "value-for-money" consumer -a characteristic identifying those with particularly high consciousness of sale prices and lower prices in general. They are likely to be comparison shoppers 6) Impulsive, careless consumer -identifying those who tend to buy on the spur of the moment and appear unconcerned with how much they spend or getting "best buys". They have no plan for their shopping 7) Confused by overchoice consumer -a characteristic identifying those consumers who perceive too many brands and stores from which to choose. They experience information overload in the market and have difficulty making decisions. 8) Habitual, brand-loyal consumer -a characteristic indicating consumers who have favorite brands and stores, who have formed habits in choosing these repetitively. The CSI has been applied to nine countries: the U.S., Korea, New Zealand, Greece, India, Iran, Malaysia, the United Kingdom, and China. There is evidence that decision-making styles can vary across cultures, but it is not known how they vary across all cultures. Since its introduction, a series of investigations have been conducted aimed at testing the generalisability of the CSI within a single country (e. Durvasula et al. (1993) examined the cross-cultural generalizability of the instrument using a sample of New Zealand university students and found that the instrument was applicable even though some items loaded differently compared with the Sproles and Kendall (1986) original study. Hafstrom et al. (1992, p. 120) examined Korean university students and found that "there is reason for cautious optimism that the CSI has elements of construct validity and has potential use across international populations." Few other studies have attempted to thoroughly explore the antecedents and consequences of consumer decision-making styles. McDonald (1993) investigated the roles of shopper decision-making styles in predicting consumer catalogue loyalty. Shim and Koh (1997) examined the effects of socialization agents and social-structural variables on adolescent consumer decision-making styles. Salleh (2000) analysed consumers' decision-making style dimensions across different product classes. Wesley, LeHew and Woodside (2006) explored how consumers' decision-making styles relate to their shopping mall behavior and their global evaluations of shopping malls. Cowart and Goldsmith (2007) investigated the influence of consumer decision-making styles on online apparel consumption by college students. More recently, Kwan, Yeung and Au (2008) explored the effects of lifestyle characteristics on consumer decision-making styles of young fashion consumers in China. Hanzaee and Ahasibeig (2008) investigated differentiation in consumer decision-making style in generation Y males and females in Iran. Mokhlis and Salleh (2009) examined the role of gender differentiation in consumer decision-making styles in Malaysia.
Gender and Consumer Decision-making Style
Studies have reported gender differences in consumers' decision-making styles. Bakewell and Mitchell (2003) examined the decision-making styles of adult female Generation Y consumers in the UK. In their later study on decision-making styles of male consumers in the UK (Bakewell & Mitchell, 2004) , all of the original eight traits plus four new traits were identified. Their study also demonstrated the potential of the CSI for segmenting markets as meaningful and distinct groups of male consumers with different decision-making styles. Mitchell and Walsh (2004) compared the decision-making styles of male and female shoppers in Germany. The researchers confirmed the construct validity of all eight CSI factors for female shoppers and four of the factors for male shoppers. Bakewell and Mitchell (2006) undertook a similar study in the UK. Using a sample of 480 male and female undergraduate students, they found that nine decision-making styles were common to both genders. In addition, three new male traits and three new female traits were also identified in their study. A recent study conducted by Hanzaee and Aghasibeig (2008) in an Iranian setting also indicated that Generation Y male and female consumers differ in their decision-making styles. However, of the 10-factor solution confirmed for males and 11-factor solution for females, nine factors were found to be common to both genders. The authors regarded this similarity as a result of the changing gender roles in modern Iran.
Discussion & Deliberation
Islamic marketing combines the principle of value maximization with the principles of equity and justice for the welfare of society. The vast majority of research on family decision-making has used Western respondents. Eastern cultures have received less attention, although significant economic and social changes have occurred in the Asia region, which make this region more modernized or "Westernized." A number of differences in family purchase decision-making can still be anticipated, as compared to the Western families. Although Iran has been successful in its social as well as economic developments, its unique social environment, different cultural values, traditions, and norms tend to create different spousal attitudes and behaviors in the family purchase decision-making process. Research on family purchase decision-making can help further marketers' knowledge of how family households make decisions. A better knowledge of spousal influence patterns and purchase-decision processes, in particular, can enable marketers to develop effective marketing segmentation strategies (Davis & Rigaux, 1974) as well as communication strategies and programs (Su et al., 2003) . Thus examining decision-making styles within the family would be very crucial for researchers in the Muslim market. Moreover, Muslims have specific rules and ceremonies, such as praying in mosques, eating only Halal foods and wearing specific dresses. These must be included in the criteria for this segment. Overall, all available segmentation criteria have weaknesses and an ideal method of market segmentation is not achievable. Additional criteria will probably not lead to better market segmentation, but one way to increase the quality of market segmentation could be to develop a multistage segmentation approach. By doing sub segments based on the different criteria, it becomes possible to get a more refined picture of Muslim consumer preferences and a better understanding of which segments exist. This approach enhances the development of products that better fit the varying preferences of Muslim customers. Moreover, because gender has been identified in much literature on consumer shopping behavior as a significant factor in understanding consumer behavior and as a fundamental market segmentation index for companies to meet their customers' needs and wants, marketers should strive to understand the gender differences in decision-making styles. Research addressing the issue of gender differences in decision-making styles could help marketers to find better ways of communicating with both sexes and to guide marketing mix decisions (Mitchell & Walsh, 2004) . In Iran Hanzaee and Aghasibeig (2008) demonstrated that male and female consumers differ in their decision-making style. In Iran, eastern culture and Islam religious beliefs dominate in families, so wives and husbands have different decision-making styles. Now, after social changes, some families are traditional, while others are modern. Based on these categories, traditional and modern families have different decision-making style and these differentiations may occur in product type, time or place of purchase, money spent or family decision maker. Consequently, in families with husband-dominated, wife-dominated or egalitarianism styles, the wife and husband have divergent decision-making style. On the other hand, family structure as a social-structural variable can influence the decision-making styles of family members and relate to their purchase behavior. If consumers' decision-making styles vary among countries, advertising and other elements of the marketing mix must be adjusted to accommodate these differences. For example, if there is a large segment of impulsive buyers in a specific country, advertising appeals may be formulated with this in mind. Thus, most of the empirical research on decision-making styles should have focused on Muslim consumers, especially in family members on Muslim countries. In conclusion, prior studies provide convincing evidence that consumers' decision-making styles vary by genders. Meanwhile, none of these studies has focused on the effect of marital roles on consumer decision-making styles. It is believed that male and female consumers in Iran may also have certain distinctive characteristics in terms of their decision orientation toward shopping and buying that could be of equal interest to both researchers and marketing practitioners. This study fills this gap by studying the differences in decision-making styles based on marital roles in the Iranian context. This paper ignores children's impact on family decision-making style. After economical, social and cultural changes in Asia, this segment has authority for decision-making in the family. Therefore, research on children's influence on family decision-making and children's decision-making styles in Muslim countries could be useful and applicable for marketers and advertisers. 
